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suais ~ Marketing: What Is It?

Marketing providas

+ Variety

* pportunity

# Challenps
Marketing is & process that involes a variety of actraties induding:

* |dentifing customer nesds
* Planring and creating ideas, goods, and services that
satishy those reeds

* Pricing
! * Promoting
| * Distributing
| Thess acivities create exchanges that satisfy individual as well as
arganizationzl objectves. All marketing actwities are designed 1o help
to pet a good or service 1o users/consumers, to change behaviors, or
to influence ideas,
Caresr gpportunitias in mareting can be found in domestic and
internaticnal businesses, crpanizations, offices, and agencies of all
types and sizes—both profit and nenprofit,
Indivicuals ermployed in marketing positions may specialize in one
marketirg function (e.g., selling, marketing research, advertising, etc.).
ar they may require a broad understanding of all marketing functiors
as would be needed by a business cwmer or manager.

Marketing & a critical, challenging business fundion that apples
pconcmics, peychology, and sooclogy, ts successful performance
depends on the application of mathematics and English princples. the
use of scientific prablermn sobirg, and the application of computer
technologes to marketing situations and problems.

n the 21* gentury, econcmic sunvival in rearly arry setting o profes
sion will depend on the ability to understarnd and execute marketing
akjllz, Effectve Marketing Education provides those skills!
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Marketing Education: Mational
Marketing Education

What Does It Dﬂ? Standards

Mationally, Marketing Education is offered in mare than 7,000 high schocls
ared most commurdytechnical colleges, Maore than a million students wath
diverse ability kevels and marketing interests obtain education in marketing
subects annualty, The curnicula range from studying marketing for personal
use and career exploration 1o developing advanced maragerment ard -
antregreraunial skills.

 Mission of Marketing Education

I'he missicn of Marketing Education is to enable students to understand
and apphy marketing, management, and entrepreneural principles; to make
rational econarmic decsions; and to exhibit secial responshbility in a

glohal econamy.

The Marketing Education curriculum shoukl:
* Encourage students to think critically,
* Sfress the integration of and articulation with acadernics.

* Be sequenced so that broad-based understandings and ;
skills proside a foundation o support advarced studs 5
of marketing. | -

* Enable students to acquire broad understandings of and
skills In marketing s that they can ransfer their skills and
knowiledee between and ameng indust

ries,

* bnabée students to understand and use technologye
to performn marketing activities,

* Stress the importance of interpersenal skills in
drvers

S SOCKETES

* hoster a realstic understanding of work.

* hoster an understanding and aporeciation of
buisiness ethics,

* Lhilize a variety of types of interacions with the

DLISINESS Coamirmidnity.
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sandaris | 1 he Marketing Education Curriculum

The marketing education curriculurn is divided into tewa primary parts: Foundations
and Furdions, The Feundations are furdamental t an understanding of market
ing and can be viewed a5 co-requistes and as prerequistes for marketing. The
content af the Marketing Foundations must be mastered in order for marketing-
spedic content to have relevance to student learmng. There are four broad-based

Students with a marketing background foundational areas: Business, Management, and Entrepreneurship; Communication
nave a significant head siar foward and Interpersonal Skills; Economics; and Professional Development.
s

Aty PG TR, The Functions define the diecipline of marketing as applied in business opera-

ey Grudar!, Remiong! Warager tions. They address marketing from the perspective of how it is practiced. Each
- ' HTNCRTE. : funticn is viewed from its relationship i the marketing of a good, service, or

idea. The seven functions are Distribution, Fnancing, Marketing-Information
Management, Pricing, Product/Service Managerment, Pramation, and Selling.
£ 3 3 ¥ . X :
Marketing students are significantly The marketing curmculum can be viewed as a continuurm that begins in the primary
befler praparad 1o anler @ professiona) grades with career awareness and exploration and continues through postsecondary
retail enviranment having fad exposure educatizn with the emphasis becoming more speoalzed to the kearmer’s indeadual
farritica Wik os skils, 9 interest in marketing. The following graph depicts that relationship.
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Standards for Marketing Education

and technology applications throughout the eurriculumn,

B Academic Concepts: The study of marketing incorporates marry
acadermic understandings, including mathematics, reading witing,

speaking, sociology, psychology, pecgraphy, ete.

Marketing Education is 2 distinct discipline that integrates academic concepts

Nalional
Marketing Education
standaris

B Technology Applications: The successiul implementation of

marketing actvities requires the use of technalogy.

Browd-based standards that identify what students shauld krow and be ahle

to dee as a result of instruction in marketing are:

Foundz l'l'il'l'lil-:'

Business, Management, and Entrepreneurship

Lincerstands fundamental business, management, and entrepreneurial

concepts that affect business dedision making

Communication and Interpersonal Skills

Uriderstards concepts, strategies. and systems needed to interact

eflectively with others

Ecanomics

Understancs the econemic prindples and concepts fundamertal to marketing

Professional Development

Understands concepts and strategies needed for caresr expleration,

develonment, and growth

Dizeribution

Understands the concepts and processes needed to
mowe, store, locate, and/or transfer camnership of
goods and services

Financing

Understands the finandal concepts used in making
business decisions

Marketing-Information Management

Understands the concepts, systems, and tools needed
to gather, access, synthesize, evaluate, and dissemi-
nate informaticn for wse in making business decisions
Pricing

Understards concepts and strategies utilized in
determining and adjusting prices to maximize return
ared meet customers’ perceptions of value

Product/Service Management
Understands the concepts and processes
neeced to-obtain, develop, maintain, and
Improve a product oF Serice mix in
response to market opportunities

Fromorion

Understands the concepts and

strategies needed to communicate
information about products, services, images,
angdyor ideas to achieve a desired outcome
Selling

Understands the concepts and actions
needead 1o determine dient nesds and
wants and respond throwgh planned,
personalized communication that influerces
purchase dedisions and enhances future
business opportunities
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Stancarts Understanding the Standards

Since students can demonstrate their understanding in a variety of ways, the
standards are supported by a series of performance indicators: learmer expecta-
tions for each standard. They require students to deronstrate both theair knowd-
edge ard skill. Examples of performance indicaters for each of the standards are
a5 follows

Business, Management, and Entrepreneurship

* |dentify ways that technology impacts business.

* Explain the nature of marketing strategies.

* Dermorstrate leadership charadenstics.

* Monitor vanables assooated with business nisk,

* Demenstrate procedures for controlling a business's fiscal activities.

* |dentify potentizl business ventures based on community, market, and
opportunity analyses.

* Formulate @ business pan.
Communication and Interpersonal Skills

* Cormmunicate cleary and concisely inwnting.

* | lse appropriate technology to facilitate marketing communications.
* Make decisions.

* Treat others fairky at work

* Demorstrate interpersonal skills in tearmn working relationships.

* Apply interpersonal skills to develop pood customer relationships.
Economics

* Explain the concept of economic resounces.

* |nterpret the impact of supply and dermand on prce.

Corporate-and State Sponsors: * |dentify factors affecting a business's profit.
DECA [Malional) * Determnire factors affecting business nsk

GlencoeMeGrak-Hill
South-Western Ed. Publishing

MarkED Resource Lanie

* Explain the concept of produdivity,
+ Eyvalugte the influernces an a naticn's ability o trade,

State education departments: Professional Development
Alska® plorth Caroling » Analyze employer expecations in the busness emdaronment.
Colorada Porth Dukobs * |dantily ernployment opportunities in marketing and business
v 2 » | Hilize rescurces that can contribute to professional development.
M= 1F Lklahoma
Imdlana Pennstd v
i et The complete list of performance indicators for the Fourdations can be found
Kentucky [emas . ; - - ]
Michlazn Virminia i the National Curriculum Planning Guide.
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Functions
_ristribution
* bxplain the relaticnship bebween customer service and distribution.
= Select distribution channels ard channel membears

I INErscing

* Caleulate exchange rates,

* Use budgets to meet the financial needs of a business.
Marketing-Infarmation Management

* Determing the need for marketing mnformation,

* Analyze the environrments inwhich businesses cperate,

* Dremonstrate procedures for gathering marketing information
using technology

* Determing pricing objectives, policies, and strategies.
* Use technology to assist in setting prices
Froduct>ervice Management

* Flan a product/service mix.

* Aralyze product-liability risks.

* elect matenals/products/senvices to purchase,

* Describe factors used by marketers 1o position products/businesses.

d oy -
PCHTESTOT

* Explain the communication process used i promotion.

* Wnte promotional messages that appeal to tarpeted markets

Canlributors;

! = Lltlbze publicny
* Develop a promoticnal plan,
selling
* Develop an understanding of customers/clients
* Utilize selling techriques to aid customers/clients in making
Luying decisions.
* DetermineM™inimiza risks in seling to a customer:

* Lhtilize strategies to build and maintain a chentels.

The complete kst of performance indicators for the Functions can be found
71 thea Notional Curriculum Planning Guide.
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Professional

Economics
Development

Business, Communication,
Management, Interpersonal
Entrepreneurship Skills

Distribution

Product/
Service
Management

Examples of Career Applications

Audvertising Hespitality Marketing Re=al Estate
Cuscomear Service Importing/Expearting Festaurant Management
Marketing Education Resource Genter R et e International Marketing Retail Management
1375 King Ao, Colurnbus, OH 43212 Entrepransaur Marketing Research sales Managerment
Phone: 1-800-448-0358 F35i1i|::.n I""lcn:hﬂndising Prm‘lugt Manuﬂurn{gnl Sprvice Mﬁl‘kE[lﬁE‘
Fam: {514) 485-151% Financial Services Professional Sales sports Marketing
v mark-ed. cam Fexnd Marketing Fublic Ralarians TravelTourism MHMarkeing
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